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ABSTRACT 
 
The research study was conducted to cover the Buffalo City Municipality (BCM) retail 
industry with direct emphasis on the supermarket industry. The research problem is as 
a result of the retail businesses in the BCM that continue to consider that if they have 
large data warehouses with masses of customer information, they have all what it takes 
to run a profitable business. Their failure to understand the organizational implications 
of moving towards a customer-centric approach often results in high costs from bad 
customer service and handling of customer complaints. The main problem was stated 
and sub-problems introduced from the main problem to address them by way of 
qualitative and quantitative research. Related literature was reviewed on Redefining the 
Customer, Customer Satisfaction and Customer Relationship Management and a 
Customer Management Model was proposed. 
 
 During empirical survey, a questionnaire based on literature reviewed was designed for 
the survey. A pilot study was conducted to identify and rectify problems and 
shortcomings relating to the questionnaire. The pilot study indicated that the data likely 
to be collected will address the main and sub-problems of the research. A total of thirty 
five questionnaires which contained closed-ended and open-ended questions were 
distributed to the population sample as selected.  
 
Results of the study were critically analysed and interpreted quantitatively and 
qualitatively by means of tables and discussion for the development of an Integrated 
Model for managing customers. The analysis of the study which was based on the 
literature reviewed and the findings from the empirical survey were concluded to present 
a solution to the problem. In view of the shortcomings identified by the literature review 
and integration thereof with the results of the empirical study, an Integrated Customer 
Management Model was developed.    
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CHAPTER ONE 
  
PROBLEM STATEMENT AND DEFINITION OF CONCEPTS 
 
1.1 INTRODUCTION 
Companies fail to understand the organizational implications of moving towards a 
customer-centric approach, both in terms of the impact this has on its operations and on 
its culture. Businesses’ reliance on technology increases the distance between the 
business and its customers. Companies always feel that if they have large data 
warehouse with masses of customers’ information, they have great insight into their      
customers’ behaviour and preferences (Tyrer 2003:23, Executive Business Brief. 
June/July 2003). 
 
Norman Blem argues that the cost of poor customer service is a big one and companies 
always think that they can easily get away with it and this is costly. These costs may 
arise in handling complaints, in paying refunds or handling returns and in legal action 
dealing with customer protection bodies. The greatest cost of all is the cost of lost 
opportunities. Blem highlights international statistics which show that one in three 
businesses fails to survive at least two years (Blem, 1995:13). 
  
Small, Medium and Micro Enterprises are facing more intense customer service 
pressures than ever before. When a service failure occurs, the business’ response has 
the potential to either restore customer satisfaction and reinforce customer loyalty, or 
exacerbate the situation and drive the customer to a competing firm (Kumar & Whitney 
2007, Journal of Business Strategy vol.28 no.4 2007). 
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One avenue of improving customer service is to ensure that managers and front-line 
employees respond appropriately and effectively to customers who have experienced 
service failures (Kumar & Whitney 2007:46, Journal of Business Strategy vol.28 no.4 
2007). 
    
This leads to the following problem that is to be addressed by this research.  
 
1.2  MAIN PROBLEM 
What business strategies do Small, Medium and Micro Enterprises (SMMEs) in the 
Buffalo City need to develop to nurture and retain customers? 
      
1.3  SUB-PROBLEMS 
 
a) What does the research literature reveal of strategies that will keep the customer at 
the centre of the business? 
 
b) How should SMMEs in the Buffalo City change their corporate strategy and shift 
towards a customer-centric approach? 
 
c) How will an integrated approach on customer management benefit SMMEs in the 
Buffalo City? 
 
 
1.4  DEMARCATION OF RESEARCH 
For the purpose of making the research manageable, the boundaries of this study were 
demarcated according to management level, geographical area and size of the 
business. 
 
1.4.1 Management Level 
This study was limited to middle management with emphasis on the marketing function. 
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1.4.2  Size of Business 
Small and medium-sized businesses that employ less than 500 employees were used in 
this study. 
       
1.4.3  Geographical Demarcation 
Demarcation of the survey was restricted to the retail market with direct emphasis on 
Supermarkets in the Buffalo City municipal area.  
       
1.4.4  Basis of Model 
The study sought to develop a customer model from integrating what the current 
literature reveals and the practical situation of SMMEs in Buffalo City.  
 
1.5  DEFINITION OF SELECTED CONCEPTS 
1.5.1  SMMEs 
The South African National Small Business Act No.102 of 1996 defines a small and 
medium enterprise as a separate and distinct business entity, including cooperative 
enterprises and non-governmental organizations, managed by one or more owners and 
which satisfies the criteria mentioned in the columns 3, 4 and 5 of Table1.3 in Annexure 
A (SA National Small Business Act 1996:10). 
  
For the purpose of this research, requirements of the SMEs as shown in the last 2 
columns of Table 1.3 (Annexure ‘A’) will be excluded, due to reluctance and 
unavailability of small businesses to provide required financial information. To comply 
with the generally accepted terminology for small business, the term SMMEs will be 
used instead (Table1.3 in Annexure ‘A’).        
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1.5.2 A Customer Model 
According to Brondmo (2000:79), the term ‘customer’ is an abstract description of a 
client which one develops in order to support the business goals and objectives of one’s 
marketing programme. The model should include any and all the criteria planned for use 
to select the message and tailor the content such that customers receive, determine the 
proper contact sequence and measure the results. Such a model is discussed in depth 
in Chapter 6. 
 
1.5.3  Retail Information Service 
Le Beau Taljaard (2003:4), writing for Marketing Mix, defines Retail Information Service 
(RIS) as a management system that helps find the faults in service, product, delivery 
and information and assists clients in creating and maintaining exceptional brands and 
companies. From the fast foods outlets to hypermarkets, RIS measures the observable 
information and reports back to the client. The system offers a customized service 
where every observation measurement and report-back is tailor-made to the clients’ 
requirement. 
1.5.4 Defining Customer Satisfaction  
Customer satisfaction is a key business performance indicator. When customers 
purchase an offering, they also make an implicit decision to interact with technology, 
developers, support personnel, account managers, training and documentation staff, 
accounts receivable staff, and many more. The measurement of customer satisfaction is 
therefore an aggregate of how multiple groups within each company think you have 
performed. Every business must objectively judge how well it is meeting customers’ 
expectations during every interaction with the customer. While a customer may be 
viewed as a single entity by the Finance Department, a customer is in reality a team of 
designated individuals, each of which has different types of interactions with different 
individuals within the company. http://www.emeraldinsight.com/reprints 
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1.5.5  Customer Retention 
Lynch (1995:41), defines customer retention as the establishment of a relationship 
which influences customer behaviour. With this relationship marketing seeks to 
reinforce brand loyalty over a long term. It concentrates on establishing if the customer 
is satisfied with an existing product or service and   tries to build a reservoir of goodwill. 
 
1.5.6 Customer Service and Customer Care  
According to Stewart, as cited by Oliver, customer care is seen as more than customer 
service. This may well be due to the qualitative nature of customer care which is 
described as an approach, an attitude, and a concept which embraces company to 
customer relationship and their derivative, with customer satisfaction as its aim (Oliver, 
1995:9).  
 
1.6  ASSUMPTIONS 
For the purpose of this study the researcher assumes that an integrated management 
approach to customer demands can ensure customer loyalty and success. 
 
1.7  THE SIGNIFICANCE OF THE RESEARCH 
According to Lynch (1995:3), consumers in the mid 1950’s were indiscriminate in 
seeking to quench their thirst for goods and services. Producers were indiscriminate in 
the quality of their supplies. The growth of consumer interest groups and competitive 
pressure caused heightening of consumer expectations. Technological advances 
accelerated service delivery. Quality of goods became a primary means of securing 
customer loyalty during 1980's. Attention moved further to customer care during the 
1990's. The new technologies, new alliances and new business thinking fuelled the 
changes that propelled customer loyalty into the era where it stands today.  The 
recruitment of customers is an ongoing task for increasing market share, but customer 
retention is essential to ensure a company’s success (Gerson 1994:27).  
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Gerson further postulates that improved customer relationships result in higher profits, 
increased customer loyalty and a confident workforce, but managers need to regularly 
monitor customer satisfaction in order to keep customers satisfied from day to day 
(Gerson 1994:27). 
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CHAPTER TWO 
 
AN OVERVIEW OF RELATED LITERATURE 
 
2.1  INTRODUCTION 
As our society has moved beyond the millennium 2000, more changes have taken place 
in customer relationship. These changes are complex and they result from, amongst 
other things, advanced information technology. Technological changes transform the 
traditional concepts of the roles of manufacturers, service providers and their customers 
(Lynch, 1995:4). According to Le Beau Taljaard , businesses have to keep the eye of 
the consumer focused on their own brands. To put the consumer at the centre depends 
on many factors: 
• Do customers always get what they are promised? 
• Is the product delivered on time? 
• Is the product well positioned? 
• Are products readily available at big city stores and family-run spaza shops? 
• Did the product launch really work? 
(Taljaard, 2003:4, Marketing Mix, vol. 21). 
 
2.2  REDEFINING THE CUSTOMER 
A customer plays a more contributive and pro-active role than the traditional consumer. 
The companies who seek to sustain customer loyalty must now prepare the setting to 
enable the customers to play their desired role. The customer has been redefined in our 
new forms of relationships. 
 
2.2.1  The Customer as a Carer 
This is a form of role reversal. If companies are to care for customers, customers need 
to care more about companies (Lynch, 1995:4). 
. 
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2.2.2  The Customer as a Resource 
Defining a customer as a resource shifts the customer from audience to centre stage as 
a means of production and delivery rather than simply as a recipient (Lynch, 1995:4). 
 
2.2.3 The Customer as a Change-Driver 
This reflects the power of social, moral and political change that brings about changes 
in the business arena (Lynch, 1995:4). 
 
2.2.4 The Customer as Experience-Shaper  
The customer is moved from impulse buyer to lifestyle manager. Customers are no 
longer impulse buyers and their buying behaviour has changed and has become more 
sophisticated than before (Lynch, 1995:4). 
 
2.3 RESPECTING THE CUSTOMER 
Respect for customers must dictate the kind of experience a store has to offer. 
Customers must be respected in the following way: 
• Lifestyle: Today’s consumers are increasingly diverse and their individual lifestyle 
differences must be respected. 
• Space: Giving the shoppers the distance they need for reflection. 
• Choice: Consumers wish to tailor their retail experience to their own tastes and 
preferences. 
• Time: Consumers want a fast, efficient, effortless shopping experience. 
(Stokan, 2005:69). 
 
2.4 THE MARKETING CONCEPT 
In his discussion Norman Blem postulates that keeping customers happy is the basis of 
marketing. The inability of many companies to apply the marketing concept 
appropriately is the reason for low standards of service (Blem, 1995:10).  
 
      8 
  
This causes customers to try to find ways to express their dissatisfaction through 
channels that will have a positive effect on future service quality. Successful use of 
marketing concepts requires dedication to a programme of action as well as to its 
holistic approach. The balance between customer satisfaction and company profits 
must be maintained (Blem, 1995:10). 
 
2.4.1   The Customer-Oriented Approach 
Blem further indicates that this approach treats the customer’s need as a given and 
makes the company’s goal that of meeting these needs as efficiently as possible. 
Challenges are set for the company to find ways of making and keeping customers as 
satisfied as possible (Blem, 1995:13).  
 
2.5 TOMORROW’S CUSTOMER IS TODAY’S CUSTOMER 
Stokan suggests that today’s customer is more demanding than ever, more 
contradictory, and more difficult to identify. Tomorrow’s retail leaders will be those that 
are truly customer-centred, and are able to meet customers’ expectations in terms of 
product, service and store environment. Stokan goes on to observe that consumers are 
very conscious of the value of time, and impatient with anyone who wastes it. 
Consumers now have more power than ever, and they use that power to make better 
purchase decisions and enjoy better service and in this way they seek more control, 
demand more forms of customization, and desire to dictate the space of their shopping 
experience (Stokan, 2005:95). 
  
Lynch discusses five streams of change that carry forward customer needs, aspirations 
and expectations. He argues that as a “needs satisfaction facilitator”, the producer of 
goods and services works towards satisfying the psychological, spiritual as well as the 
physical needs of customers.  
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Lynch describes the five streams as demographics, economics, technology, ecology 
and sociology. These are five forces that impact on customer loyalty by creating 
opportunities for enhancing customer loyalty and at the same time pose threats to 
existing customer loyalty (Lynch, 1995:3). 
 
2.5.1 Demographic Forces   
Babbie & Mouton define these forces as trends that manifest themselves in the form of 
ethnic diversity and changing family structures. Marketers rely on aspects such as age, 
gender, marital status, family life cycle, income, occupation and education.  All these 
characteristics are often linked to a customer’s product needs and buying behaviours 
and can be easily measured. These forces may even result in a number of customers 
who are single parents (Babbie & Mouton, 2004:162).  
 
2.5.2 Economics  
These forces change work patterns and cause new strains and stresses on traditional 
customer loyalties. Widening income differentials result from these forces (Lynch, 
1995:3). The economic boom has a positive impact on consumer spending patterns as 
against the economic recession that impacts negatively on how the consumer spend on 
goods and services. The fact that South Africa is currently experiencing an economic 
downturn results in consumer loyalty being negatively affected as general price levels 
and interest rates rise steeply.  
 
2.5.3 Technology 
Technological changes transform concepts and realities in matters of customer loyalty 
and care. As a result of the ever changing technology, customers always find 
themselves having to adapt to new changes and this exert pressure on customer loyalty 
(Lynch, 1995:3).  
.  
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2.5.4 Ecology 
Ecology changes customer perceptions and preferences or may impact on the actual 
expenditure. For example, environmental factors and the South African legislation on 
plastic bags may have a negative effect on consumer spending as consumers have to 
pay for plastic bags every time they purchase goods. 
 
2.5.5  Sociology 
Sociology will impact on human activities from life style to leisure preferences. In South 
Africa particularly, societal change is evident as manifested by increasing number of 
women entering the labour market. Changes in family structures as a result of the 
increased number of unmarried people and increased divorce rates result in smaller 
households. Social instability and culture clashes distort traditional moral values and 
pose new threats to customer loyalty and success (Kleynhans, 2008:1, Agri Review, 
2008; Lynch, 1995:3).  
             
2.6 SMMEs AND THEIR ROLE IN THE SOUTH AFRICAN ECONOMY 
The South African small business sector is highly diverse in terms of its structure, 
growth potential and access to support. A distinction can be drawn between the 
survivalist, micro enterprise, small enterprise and medium sized enterprises.  
Small and medium-sized enterprises are the life-blood of modern economies. SMMEs 
act as suppliers to large organizations and therefore form the foundation upon which the 
economy of South Africa is based.   
 
 Survivalist -Has limited income generated. 
                                 -Little capital invested. 
This is a challenge to South Africa as more women belong to this group (DTI 
1995:7). 
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 Micro-Is very small. 
     -Managed by owners or some family members. 
     -There are one or two paid employees. 
     - Employment ranges between 5 and 50. 
     -The business is directly controlled by the owner. 
 Medium sized enterprise- is owned by persons disenfranchised or 
discriminated against in the past. These may be women and all other 
disadvantaged groups such as disabled, elderly and youth (DTI 1995:7). 
 
The SA economy is characterized by big business domination, constrained competition 
and unequal distribution of income and wealth. Small business comes in as a creation 
of employment, competition activator, exploiter of niche markets and an enhancer of 
equity of income. The black group, in particular, have since been able to make great 
progress in the micro and small enterprise segments, the medium sized and larger 
enterprises of the economy. The SME sector in the new economic dispensation is seen 
to be a highly significant vehicle for Black Economic Empowerment (DTI, 1995:26). 
       
2.6.1 The Value of SMMEs 
In 2002 the Department of Trade and Industry (DTI) realized that even though economic 
and industrial development policies were in place, attention was needed at micro-level. 
The DTI regards small firms as drivers of economic growth because they have the 
potential and ability to innovate by penetrating new markets in their creative ways to 
promote export growth in niche markets. Because of their size, SMMEs can easily apply 
flexible production and can adapt to changing challenges of globalisation and modern 
technology (Kleynhans ,2007 in Small Business Monitor 2007:67; DTI, 1995:26). 
 
 
 
.  
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For this reason they are generally in a good position to survive an economic slowdown. 
The stimulation of SMMEs must be seen as part of an integrated strategy to take SA’s 
economy onto a higher road-one in which the country’s economy is diversified, 
productivity is enhanced, investment is stimulated and entrepreneurship flourishes (DTI, 
1995:26). 
 
2.7 THE RETAILING INDUSTRY 
Retailing in South Africa has been in an exciting period of dynamic growth and 
expansion, supported by an economy strengthened by lower inflation and interest rates 
relative to recent years. In the SA economy the middle class group increased their 
expenditure on food, especially convenience food. In the light of the present economic 
conditions characterized by the steep rise in fuel price resulting in soaring food prices, 
Business Unity SA (BUSA) indicates that there is now widespread accumulating 
evidence of a sharp slowdown in economic and business activity in South Africa. 
Retailers operate in a fast-changing and harsh environment which poses threats and 
offers opportunities. As consumer  lifestyles and shopping patterns change rapidly as 
retailing technology changes, retailers have to carefully position themselves strongly 
(Armstrong & Kotler, 2005: 379). 
 
Facts Reflective of the Economic Situation   
1. The wholesales and retail trade, hotels and restaurants contribute 0, 5% to GDP.  
2. The retail sector employs 2.46 million people, of which 65% are employed in the 
formal sector, with the balance in informal employment (Cant & Machado, 
2006:10; http//www.statssa.gov.za 27 May 2008)   
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Expenditure on food according to income 
Consumerscope (2008:2) shows that an average South African spends 25% of their 
income on food. The Living Standard Measure (LSM) was compiled as a benchmark to 
determine consumers’ expenditure on household foodstuff. Chart 1 below shows SA 
households on a 10 segment scale from LSM1 (the poorest) to LSM10 (the high 
income). 
 
CHART 1: PERCENTAGE INCOME SPENT ON FOOD 
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Source: Consumerscope, 2008 (Agri Review 2008:2) 
       
 
 
 
 
      14 
  
For a number of years it has been apparent that present economic conditions that are 
reflected by interest rates, fuel price, food price are likely to place SMMEs, and for that 
matter, all business enterprises under increasing pressure. The recent months’ inflation 
rate climbed way above the set target which resulted in the Monetary Policy Committee 
increasing interest rates. Martin Feinstein, Managing Director of the Business Place, 
who is also a board member of SEDA, predicted 18 to 24 months of “hell for small 
businesses”. Retail sales have been falling in real, inflation-adjusted terms for some 
months. June 2008 retail sales were down 2.6% in real terms. Supermarket giant Pick n 
Pay®, on the 07 June 2008, put the price of an extremely basic food basket of brown 
bread, maize meal, chicken, sugar and milk at R186 a week. Some positive reflections 
are that Grocery group Shoprite® reported a 22.3% robust increase in total sales in 
June 2008. Development of new shopping malls has long lead times that allows for new 
stores to continue opening. All these factors suggest that boom times in consumer 
spending have clearly ended as higher interest rates as well as high food and fuel 
prices have savaged disposable incomes (Feinstein 2008:1, Sunday Times June 8, 
2008; Stats SA in Business Day 2008 August 25). 
 
Stats SA’s new method to measure inflation from 2009 indicated a change in the 
Consumer Price Inflation (CPIX) basket with the weighting for food falling and transport 
increasing which will reflect changes in spending patterns. Phumzile Langeni, chairman 
of the Afropulse Group, points out that CPIX rose by an alarming 11.1 % in May 2008 
with food and transport as key contributors to the increase. Weighting for food would 
drop from 26.6 percent to 20.2 percent including restaurants. This means that food 
would weigh 17.86% of the total CPIX. All the new weights will definitely bias the CPIX 
downwards. An increase of 16.4% in the Producer Price Inflation is the worst in 19 
years. However, a downward trend recorded by agricultural products from 9.7% to 
5.6%, as well as food at manufacturing stage, which dropped from 19.5% to 19.1%, is a 
pleasing scenario (Langeni 2008:3, City Press: Business June 29, 2008; Stats SA in 
Daily Dispatch July 2, 2008:11).  
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CHART 2: MIDDLE-INCOME CPI BASKET 
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Source: Daily Dispatch July 2, 2008. Fiona Frisch (STATS SA) 
 
According to the data agency the new weights as shown in the above chart would be 
effective with the January 2009 consumer inflation release (Daily Dispatch July 2:11). 
 
The core challenge for the South African retail sector is to grow profitably in an 
increasingly competitive market (Cant & Machado 2006:11). 
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2.7.1 Retail Strategy 
As an overall plan for guiding a retail business, it is important that a retail strategy is 
developed. Regardless of type and size of business, six steps, as recognised by 
Berman & Evans need to be implemented:  
 Define the type of business in terms of goods and service category. 
 Set long-run and short-run objectives for sales and profit, market share and 
image. 
 Determine the customer market on the basis of its characteristics. 
 Devise an overall, long-run plan that gives strategic direction to the business and 
its employees. 
 Implement an integrated strategy that brings together store location, product 
assortment pricing, advertising and displays.   
 Regularly evaluate performance and address weaknesses (Berman & Evans 
1998:14). 
 
Armstrong & Kotler (2005) suggest that retailers need to build a personality for their 
target market to relate to. It really pays to pull on the consumer’s heartstrings and play 
on their emotions by aligning the business with health and development issues that can 
build further affinity and trust for company’s brand. Kotler and Armstrong classify 
retailing in terms of extent of service, product assortment and store clusters (Armstrong 
& Kotler, 2005: 367). 
 
Extent of Service  
Self-service is a service to customers who are willing to perform their money-saving 
process and is the basis of all discount operations. This type of service is typically used 
by convenience stores (Armstrong & Kotler, 2005:368).  
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Self-service was introduced in South Africa by the Checkers group of supermarkets in 
the early fifties. Full-service stores carry more specialty goods and provide services 
resulting in much higher operating costs which result in higher prices. Full service in 
South Africa is found in exclusive retailers such as upper-class fashion boutiques where 
high value durable products are sold (Armstrong & Kotler, 2005:368). 
 
Product Assortment 
Specialty stores such as bookshops and toy shops carry a very narrow product line with 
a deep assortment within a line. Department stores such as Edgars® and Macy’s® 
carry a wide variety of product lines and each operates as a separate department 
managed by specialist buyers or merchandisers. 
 
Supermarkets are large, low-cost, low-margin, high-volume, self-service operations   
that provide a wide variety of food, clothing, and household goods. In South Africa the 
best examples of supermarkets are Pick ‘n Pay®, Spar®, and Shoprite/Checkers 
groups of supermarkets. 
 
Convenience stores are small stores usually located near residential areas that carry a 
limited line of high-turnover convenience products such as milk, bread, and cigarettes 
all which sold at slightly higher prices. 
 
The hypermarket and superstore are very large stores traditionally aimed at meeting 
consumer’s total needs for routinely purchased food as well as non-food products. 
These stores are both larger than the supermarket, with the hypermarket being the 
largest (Armstrong & Kotler 2005:368). 
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Store Clusters 
Retailing is also classified in terms of store clusters in which stores that offer a wide 
variety of products and services form clusters according to the type of store. This helps 
to attract customers (Armstrong & Kotler 2005:368; Cant & Machado 2006:12).  
 
2.7.2 The Fast Moving Consumer Goods 
The Fast Moving Consumer Goods (FMCG) retail market is highly competitive. Retail 
advertising has been a platform to draw the consumer’s attention to pricing and special 
offers. Lately however, there has been recognition that consumers in South Africa are 
changing the way they spend their money and thereby causing the market to evolve 
somewhat. There is now a wider range of consumer goods and services to choose from 
than before and retailers are experiencing competition from forces outside their market.  
According to Norman Blem the changes that have taken place in the country provide the 
potential for economic growth. But growth must be supported by good service, 
particularly if South Africa is to become an active participant in the global market. 
Improving service standards offers a tremendous challenge to all South Africans, to 
business as well as to consumers (Blem, 1995:10).  
 
Blem warns that without the feedback from the consumers, no service standards can be 
measured because consumers benefit by gaining greater insight into and an 
appreciation of the elements of good service (Blem, 1995:10). 
       
2.8 CUSTOMER SATISFACTION: GOALS AND IMPORTANCE 
In a competitive environment retailers have to place greater emphasis on customer 
service to differentiate themselves from their competitors. Terblanche postulates that 
the modern shopper is more sophisticated and better informed. The retailers have little 
option but to provide certain services at a competitive level if they want to appeal to 
consumers (Terblanche, 2002:268).  
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Consumers have come to expect retailers to provide services such as parking and 
adjustments. They also expect prompt, courteous attention from sales people 
(Terblanche, 2002:268).  
 
Gerson (1994) discusses approaches to conducting business. These tend to emphasize 
the importance of conforming to specifications, keeping processes in control, meeting 
the requirements, giving customers what they want and handling complaints effectively. 
Attempts by businesses to achieve quality and provide excellent service become 
unimportant if they are not directed towards customer satisfaction. Customer 
satisfaction is a multidimensional concept and retailers must be able to identify exactly 
what satisfies their customers and identify areas of improvement (Gerson (1994:11).  
 
Stokan (2005) identifies four kinds of customer satisfaction. 
• Core product or service offered 
• Processes and support systems in place to handle interaction with customers 
• Technical performance of products and services 
• Emotional connection between customer and retailer 
(Stokan, 2005:77) 
 
Stokan goes on to discuss the drivers of customer satisfaction as derived from five main 
aspects of shopping experience: 
• Personal interactions: Friendliness, knowledge, helpful and anticipating 
customer needs and expectations. 
• Store environment: Invitational, well organized, well stocked and provides fun 
shopping. 
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• Marketing communications: Well communicated promotions, value to 
customers and redeemable. 
• Price/value: The price the customer pays is matched or exceeded by the 
perceived value they receive for the purchase.  
 
The concept of customer satisfaction challenges the marketers to analyse its nature in 
order to exceed customer expectations (Stokan, 2005:77). 
        
Aligning employee behaviour with customer satisfaction is therefore paramount to 
achieving the desired state of alignment of employees with corporate goals. The 
concept of tying employee pay to corporate performance is well entrenched for all sales-
related functions, and has growing traction in other ‘customer-facing’ departments.  
http://www.emeraldinsight.com/reprints 
 
Randell believes that the marketing strategy of retailers should focus on chosen 
customers’ wants, what they value most and how the company can deliver better than 
its competitors. Technical defaults, or what our experts tell us is no longer important, but 
it is what the customers perceives to be good or bad (Randell, 2000:25).  
 
Stephen Brown suggests that it is not enough to excite the customer but customers 
should be enchanted, enthralled and enraptured. Customers expect to be able to return 
articles they find unsatisfactory and have alterations made without resistance. They may 
even shy away from shopping at outlets which seem unresponsive to their needs 
(Business Horizons 2004:61 Vol. 47 No.4).  
 
Blem believes that the customer satisfaction should be the concept at the centre for the 
country’s competitive edge in the global market (Blem, 1995:18).  
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Baker (2000) argues that even though there could be economic downturns in the South 
African market in general and low service standards in the retail market in particular, 
some aspects of the situation are hopeful. As the environment becomes increasingly 
competitive, it seems reasonable to assume that as the potential for product 
differentiation is eroded one should give added consideration to the provision of 
services which will enhance both the physical performance of products and their 
perceived value in the customer’s eyes (Baker, 2000:435).  
 
2.8.1 Fundamentals of Customer Satisfaction 
(Oliver, 1996) defines satisfaction as consumer’s fulfilment response. It is a judgement 
that a product or service feature, or the product or service itself, provided pleasurable 
levels of consumption-related fulfilment, including levels of under- or over-fulfilment. 
Customer satisfaction is the consumer’s response to the evaluation of the perceived 
discrepancy between prior expectations and the actual performance of the product as 
perceived after its consumption. These are traditional definitions that primarily focus on 
the customer’s past and current evaluations of the product or service. Many models of 
customer retention have explored satisfaction as a key determinant in customers’ 
decisions to keep or drop a given product or service relationship (Oliver, 1996:12). 
 
Today’s Customer 
A lot may be known about customers through sophisticated research methods ranging 
from focus groups to factor analysis, but customers themselves know a lot more about 
marketers (Kotler, 1999:197). Stephen Brown, writing in Business Horizons, accepts 
that the modern marketing concept of Peter Drucker may have worked when customer 
focus was a rarity, but now that customer- centricity confers competitive advantage, that 
happy state of affairs no longer holds (Business Horizons no. 4, 2004:62).    
.  
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He further argues that no matter what language a marketer uses to describe his 
business and products, no matter what promises he makes or how sincerely he tells 
customers he wants their business, the truth about him will always emerge in how he 
acts. Brown asserts that an executive with Masters in Business Administration may 
have read Kotler’s theories from PEST; SWOT to 4P’s but may still find it more and 
more difficult to protect the company’s territory and secure its customers against price-
lashing competitors. Today’s customers are very astute. Customers do not believe what 
a marketer tells them, but believe what the marketer actually does. They possess a 
marketing reflex that enables them to detect incoming commercial messages. They no 
longer read advertisements ordinarily, but they look behind them to find out what the 
marketer is up to. The customer is perceived to be always right until such time business 
becomes business (Brown, S in Business Horizons 2004:62).    
       
Individual Customer Approach (ICA) 
In view of the broad market, Kotler suggests that a marketer would then adapt his offer 
to more closely match the needs of one or more segments. The marketer would further 
go an extra mile by developing micro marketing where the marketing programme and 
products would be tailored to fit the needs and preferences of individual customers 
(Kotler, 1999:197). 
 
Dynamic Customer Relationship (DCR) 
With regard to corporate objectives, return on assets, market share and customer 
satisfaction, companies with high success put emphasis on customer satisfaction. 
These companies are prepared to go the extra mile to achieve customer satisfaction 
even if it means additional costs. The current models of customer retention that focus 
on the influence of customer satisfaction on the decision can be enhanced by 
incorporating the effects of the customer’s future considerations (Journal of Marketing 
2002:1). 
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According to Buttle (2004:304), exceeding customer expectations means going beyond 
what would normally satisfy the customer. This means being aware of what it takes to 
satisfy the customer and what it takes to delight or pleasantly surprise the customer. 
 
Customer delight = P > E   where P = perception and E = Expectation. 
In his analysis of customer delight, Kano, as cited by Buttle, suggests that customers 
can be delighted in two ways: by enhancing linear qualities beyond expectations and by 
creating innovative attractive qualities (Buttle, F 2004:306). 
 
Customer Expectations 
In terms of wants, as Blem believes, sensitivity to the needs of the customer is 
established by involving every department in studying and understanding customers 
better. Successful companies believe that it is essential to create right expectations by 
monitoring customer perceptions about their product performance (Blem, 1995:20).  
       
According to Lele & Sheth (1991) customers judge their satisfaction or dissatisfaction 
with a product by comparing its performance against a reference level of expectation 
that they have created or that has been established in their minds.  
Customer Satisfaction = Performance/Expectations (Lele & Sheth1991:138). 
 
Terblanche (2002) argues that without trying to manipulate expectations, companies 
can work hard to increase product performance or can lower customer expectation to 
make them satisfied with what is provided. This is simply because customers’ 
expectations are created and modified by past experience, information they receive 
from other customers, competitors and the media.  Customer expectations are a critical 
consideration in the service mix decision and as a result retail activities such as store 
operations, advertising, sales promotion and other marketing management tools, 
develop certain varying expectation in customers (Terblanche, 2002:262). 
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Retailers should therefore anticipate customer expectations and offer services that will 
satisfy them (Terblanche, 2002:262).  
 
Product design 
Lele & Sheth point out three key variables that determine how the product or service 
itself affects customer satisfaction. These are basic design of the product, the care with 
which inputs are chosen and the actual production process. The product design 
provides tangible evidence to the customer with regard to the company’s basic values. 
The design sends message to the customers regarding their need satisfaction (Lele & 
Sheth, 1991:82). 
 
Fulfilment of promise 
Blem believes that customer-focused companies work conscientiously by consistently 
committing resources to meet their promises. They make customers understand that 
products can fail and assure them of service recovery to enhance customer confidence 
(Blem, 1995:21). 
        
Interacting with customers 
Tracy Newman, an MD of Front Range Solutions, postulates that the ability of 
employees to provide customer satisfaction, and recognise those customers as assets 
to the business that must be nurtured and maintained, is something that must be 
developed. Staff must also learn to take responsibility for improving the value of each 
customer. This can be achieved by training and incentivising them to understand the 
value of a real-world customer relationship management approach (Tracy Newman 
2003:24, Executive Business Brief June/July 2003). The ability to inspire passion, 
enthusiasm and commitment from employees is an essential quality in developing real 
customer relationships (Webb & Webb 2005:156 Succeed, May/June 2005). 
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According to Herman Mashaba of Black Like Me® hair product and cosmetic lines, 
employee satisfaction and customer satisfaction are two sides of the same coin. 
Customers should be the first to experience the sentiments and attitude of the staff 
(Mashaba, H 2007:14 in Enterprise). 
 
2.8.2 The Value of Customer Satisfaction   
When one thinks about what is important in life, one thinks about value. In this respect 
Baker warned that in order to effectively deal with customers; companies have to be 
cognisant of the customer value analysis, which is the art and science of measuring 
customer needs. Businesses have to find ways to serve those expectations better than 
the competition. The company’s ability to ensure satisfaction with the entire customer 
ownership experience is critical to its long-term success. Changes in the marketing 
strategies during the 1990's provided the most satisfying ownership experience for 
customers from the time shopping began, to the buying experience itself, to the point of 
delivery, through the period during which the product was owned and used and even to 
the customer’s ultimate disposal of the product (Baker, 2000:448).  
        
In the post-transaction stage the seller has a responsibility to ensure that the customer 
receives the desired and promised benefits. The marketers try to establish mechanisms 
whereby customers may receive advice and service to keep the product working. This 
exercise reduces post-purchase dissonance and confirms to the buyer that the original 
decision was actually correct (Baker, 2000:448). Stokan also considered the value of 
customer satisfaction based on forward projection of recent purchasing patterns to allow 
the marketer to determine the category a customer falls into in terms of the following 
categories: 
 High volume, high margin 
 High volume, low margin 
 Low volume, high margin 
 Low volume, low margin  
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Categorising buying patterns helps break down customer groupings and in turn this 
allows the marketer to aggressively grow existing high-potential customers to greater 
profitability (Stokan 2005:176). 
 
Kotler, (2003) defines customer perceived value as the difference between the 
prospective customer’s evaluation of all the benefits and costs of a product or service 
offering and the perceived alternative.  He advises that a company can only win by 
creating and delivering superior value and should acquire new capabilities. With the 
new capabilities, companies would operate a powerful new information and promotional 
channel with augmented geographical reach so that it can explain its products and 
services, its history and its business philosophy to the stakeholders (Kotler 2003:38).  
       
Kotler further warns that organizations should also be able to collect fuller and richer 
information about markets, customers, prospects and competitors. Companies should 
develop an ability to carefully monitor their customers and competitors continuously to 
improve their value offerings, carefully define the target market and value proposition 
and take a long-term view to satisfy customers, stockholders, employees, suppliers and 
channel partners. In his argument Kotler identifies five capabilities that are important: 
 Understanding customer value. 
 Creating customer value. 
 Delivering customer value. 
 Capturing customer value. 
 Sustaining customer value.    
(Kotler 2003:38) 
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2.8.3 Benefits of Achieving Customer Satisfaction    
A company that keeps its customers happy always makes good business, but the 
marketing concept has proved that companies do not sacrifice their profits to keep 
customers happy. Companies do not keep all their customers happy by cutting on costs.  
 
The happier their customers are with the product or service, the more likely they are to 
buy it again, and the less likely they are to switch to a competitor’s product. The overall 
goal of the business should not be to produce quality product or service or to provide 
superior service, but to produce satisfied and loyal customers who will stay with the 
company over time. A customer becomes satisfied whenever real or perceived needs 
are met or exceeded. However, there is positive relationship between quality, service 
and satisfaction. If the first two are provided, the third will automatically follow. With 
repetitive interaction, the customer gains experience and become familiar with the 
supplier’s products and services (Johnson & Selnes 2004:1, Journal of Marketing April 
vol.68).   
 
Kotler (2003) postulates that a highly satisfied customer stays loyal longer, buys more, 
talks favourably about the company and its products/services, pays less attention to 
competitors, is less price-sensitive, offers products and services ideas and costs less to 
serve than new customer. The key to high customer loyalty is to deliver higher customer 
satisfaction (Kotler, 2003:54).  
             
Blem (1995) argues that companies are thus prepared to take a short-term reduction in 
profits only if they believe it necessary to achieve their overall goal of keeping 
customers happy. High customer satisfaction creates an emotional bond with the brand 
or company, not just a rational preference. For customer-centred companies, customer 
satisfaction is both a goal and a marketing tool. 
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The main goal of customer-centred firms is not to maximize customer satisfaction 
because spending more to increase customer satisfaction might divert funds from 
increasing satisfaction of other partners. The importance of customer satisfaction 
cannot be overstated. Blem further suggests that every business needs to pro-actively 
define and measure customer satisfaction. The idea of waiting for customers to 
complain in order to identify problems in the service delivery system, or gauging the 
firm’s progress in achieving customer satisfaction based on the number of complaints 
received, is naive (Blem, 1995:13). 
 
2.8.4 Measuring Customer Satisfaction 
The key to meaningful customer satisfaction studies that yield real diagnostic value is to 
identify the critical metrics for each customer touch-point. Having a single customer 
satisfaction score with no insight into individual metric performance impairs a company’s 
ability to pinpoint problems. Approaching customer satisfaction as a composite whole 
may be a high level indicator of customer satisfaction overall, but it is the granularity of 
the underlying metrics that reveals ‘why’ and specifically ‘where’ an organization may 
need to improve. Customers are the best source to isolate which customer satisfaction 
metrics are most applicable to a company. http://www.emeraldinsight.com/reprints 
                       
According to Hill & Alexander, (2000), customer satisfaction is in the customer’s mind 
and may or may not conform to the reality of the situation. Customer satisfaction 
measurement is therefore about measuring how customers perceive supplier’s 
performance in terms of how the organization’s total product performs in relation to a set 
of customer requirements (Hill & Alexander 2000:2).  
 
 
 
       
      29 
 
  
This, according to Hill, Brierley & MacDougall (1999:1), will enable the company to:-  
1 Set goals for service improvement and monitor progress against a customer 
satisfaction index. 
2 Increase profits through improved customer loyalty and retention. 
3 Understand how customers perceive the organization and whether company’s 
performance meets their expectations. 
 
The fundamental justification for measuring customer satisfaction is to provide the 
information which enables managers to make the right decisions to maximize customer 
satisfaction and therefore improve customer retention. In conceptualising this 
Parasuraman, V; Zeithaml, A & Berry, L.L. (1985:41), developed a model of service 
quality, indicating that customers’ quality perceptions are influenced by a series of four 
distinct gaps that can impede delivery of high-quality service. 
Gap1: The difference between actual customer expectations and management 
perception of customer expectation. 
Gap2: The difference between management perception of customer expectations and 
service-quality specifications. 
Gap3: The difference between service-quality specifications and the service actually 
delivered (Parasuraman et al. (1985:41). 
Gap4: The difference between service delivered and what is communicated about the 
service to customers. 
It could, however be argued that there is also a 5th gap which occurs between customer 
expectations and perceptions and determines perceived service quality as defined in 
the model (Parasuraman et al. 1985:41). 
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Chart 3: GAP MODEL OF SERVICE QUALITY 
 
Source: http://www.degromoboy.com/cs/gap.htm  (Accessed 2009-03-30) 
 
Gap model offers an integrated view of the consumer-company relationship. Expected 
service is a function of word of mouth communication, personal needs and past 
experience.  Perceived service is a product of service delivery and external 
communications to consumers. http://www.degromoboy.com/cs/gap.htm 
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Gerson (1994) discusses a Seven-step Customer Service System as follows: 
 
Total Management Commitment (TMC) 
Develop and communicate a clear vision to satisfy and retain customers (Gerson, 
1994:11). 
       
Know the customer intimately 
Business must do all in its power to get to know and understand customers. 
Keep constant contact with them and develop retention and loyalty (Gerson, 1994:11). 
 
Develop standards of service quality performance 
Customer service, quality and service quality, intangible as they are, have tangible 
aspects that can be measured. A business should develop standards and measurement 
systems to meet customer expectations (Gerson, 1994:11). 
 
Recruit, train and reward good staff 
Employees represent the company in the eyes and ears of customers. If they give bad 
service, customers perceive the entire company as giving bad service. The company 
must provide competent, qualified people, train them extensively to provide superior 
customer service, reward them well and empower them to make decisions (Gerson, 
1994:11). 
 
Reward service quality accomplishment 
Recognize, reward and reinforce superior service quality performances. Recognize and 
reward customers for good customer behaviour. Build excellent customer service into 
the culture and provide psychological as well as financial incentives. This will motivate 
customers to refer more business to the company and to be more loyal (Gerson, 
1994:11; Business, 2002:478). 
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Stay close to the customers 
Do everything possible to stay as close to the customers as possible. 
Visit them and invite them for site visits. Conduct continuous research to learn about 
changing needs. Ask questions about quality and performance of the product after sales 
(Gerson, 1994:11; Business, 2002:478).  
 
Get them involved in customer councils, focus groups and advisory boards. Do 
everything to keep the company’s name in their minds. Keep the company’s service 
quality at highest level possible (Gerson, 1994:11). 
          
Work towards continuous improvement 
Because there’s no programme that is perfect, a business must continually work to 
improve customer service and performance quality (Gerson, 1994:11).   
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CHAPTER THREE 
 
ATTRACTING, DEVELOPING AND RETAINING CUSTOMERS 
 
3.1 INTRODUCTION 
Today customers are smarter, more price conscious, more demanding, less forgiving 
and approached by more competitors with equal or more and better offers. Kotler sees 
these as challenges to companies who want to increase their market share. These 
companies spend much of their time searching for new customers. In order to beat 
customer churn and build customer lifetime value, Kotler suggests that they must take 
four steps to reduce customer defection. 
• Define and measure customer retention rate. 
• Distinguish the causes of customer attrition and manage them. 
• Estimate the amount of profit lost through customer churn. 
• Be able to find out how much it would cost to reduce the defection rate. 
(Kotler, 2003:44). 
 
3.2 EFFECTING EXCELLENT SERVICE TO CUSTOMERS 
3.2.1 Buildings and surroundings 
Environmental factors that are physical, form an essential part of the business image. 
The design of the building to which customers need access, especially in supermarkets, 
should be customer-driven. Customers, including the disabled who are now commonly 
catered for in the design of buildings, are the reason for the existence of the building. 
The planning of security and parking areas should be carried out in the best interest of 
both the security and customers (Blem 1995:153). 
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3.2.2 Inside 
The signage must be visible and readable. The customer has to be in full view of the 
staff he/she needs to deal with. Level of noise and cleanliness is important (Blem 
1995:153). 
 
3.2.3 After-sales Support 
Ensuring customer satisfaction after the sales is important to all suppliers. Customers 
who have bought the product have greater expectations than they do in the pre-sale 
phase. This is a tangible reflection of a firm’s intentions towards its customers as it 
covers all those activities that help maximize customer satisfaction after the customer 
has purchased the product (Blem 1995:39). 
 
3.2.4 Unstoppable 
When good after-sales support is matched with a sound product or service, the 
combination is virtually impossible to stop (Blem 1995:39). This is true from the fact that 
customers become happy with the products and services purchased as they are 
provided with opportunity for service recovery. 
 
3.2.5 Management Involvement 
Visibility and constant support by managers for the service concept, special attention to 
reinforcing service orientation among the staff should be paid by managers (Blem 
1995:39). 
 
3.3 CUSTOMER DEVELOPMENT AND RETENTION 
Buttle (2004) flags the importance of customer development and retention which is the 
process by which managers grow the value of retained customers. Customers in 
general, do not respond positively to persistent and repeated efforts to sell additional 
products and services that are not related to their requirements (Buttle, 2004:321).  
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Customers may regard up-selling by businesses opportunistic and exploitative, thereby 
reducing the level of trust they have in the supplier, and putting the relationship at risk.  
Buttle further warns that businesses should move from market growth to the retention of 
their customers, particularly those of highest value. This is done by responding to the 
changing needs of customers and the new and different services they require. 
Customer development aims to increase the value of the customer by selling additional 
or replacement offers to the customer (Buttle, 2004:321). 
 
3.3.1 Customer Retention 
This is a strategic objective of striving to maintain long-term relationship with customers. 
It is an annual percentage of customers doing business with a firm. Customer retention 
efforts are directed, in general, at customers who are strategically significant. A number 
of alternative strategies categorized as being positive and negative can be used to 
retain customers (Buttle, 2004:321).  
 
Positive Retention Strategies 
Buttle discusses possible positive retention strategies that businesses can introduce to 
retain customers. Customers must be rewarded for staying with the company. Meeting 
and exceeding customer expectations go beyond what would normally satisfy 
customers. Companies should be sensitive to: 
o Finding ways to add value by making use of loyalty schemes to reward 
patronage, sales promotion and this must be done without creating more costs. 
o Building bonds by means of social structural bonding between supplier and 
customer will probably increase customer retention.  
o Establish emotional commitment to strengthen relations that are value-based. 
(Buttle, 2004:299) 
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Negative Retention Strategies 
These strategies are implemented by imposing switching costs on customers if they 
defect. In the event of high switching costs being imposed to discourage customer 
defection, customers find themselves having to unwillingly remain with the company 
(Buttle, 2004:299).  
 
3.4 LOYALTY IS EVERYTHING 
Beyond customer satisfaction is customer loyalty. In an increasingly competitive market, 
a business needs more than satisfied customers. It needs loyal customers and people 
with passion for the products and the desire for the experience the brand offers. In 
marketing, loyalty is everything. Loyalty is all about building committed one-to-one 
relationships with customers through open dialogue and mutual reward (Olivier 2006:42, 
Marketing Mix 11/12 2006). Consumers must believe the message and if they do not, 
the marketer will end up spending huge amounts of time and money attempting to 
change perceptions. In order to fulfil relevant customer expectations seriously, one need 
not just know customer expectation but should know that customers who are satisfied 
with the relationship will not just buy more and may even buy less if competitors bring 
better products and services (Webb & Webb 2005:156, Succeed May/June 2005).  
 
3.4.1 Retention and Loyalty 
In performing strategic relationship marketing, it is important that information is 
collected, analysed and customers are tracked accordingly (Stone & Woodcock, 
1996:21). 
 
A Three-Step Loyalty Process 
1 Connect with customers: Leverage every customer interaction to create value. 
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2 Collect data about customers: Learn more about customers’ interests, 
preferences and passions. Segment them according to product preference, life 
stage and point of entry (Marketing Mix  vol 24 December 2006:43). 
 
3 Perfect the relationship: Maintain relevant dialogue-based communication and 
model consumer segments for future product launches. 
• Target high prospect customers with differentiated offers that match 
needs, interests and situations. 
• Reduce the cost of marketing by engaging more with those that are 
more likely to respond. 
• Ultimately deliver the right message to the right customer through the 
right channel at the right point in time (Olivier 2006;43, Marketing Mix 
December 2006). 
 
3.4.2 Acquisition and Retention 
Stone and Woodcock (1996), discuss concepts on which all objectives and strategies of 
relationship marketing are based. Acquisition of more customers must be a continuous 
exercise because attrition is inevitable no matter how good the retention programme 
(Stone & Woodcock, 1996:91). 
 
3.4.3 Store Loyalty 
Barbie & Mouton discuss the fact that store loyalty depends on how favourable the 
shopping experience is in a particular store. Therefore, it is important for the marketers 
to strongly influence customers’ behaviour towards their business and its products to 
create a positive store image (Babbie & Mouton, 2004:230). 
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3.4.4 Ease of merchandise selection 
According to Babbie & Morton customers will consider how easily and effortlessly it is to 
select a product in terms of aisle layout, shelf display, shelf tags, product information 
cards and signage (Babbie & Mouton, 2004:230). 
       
Effective Merchandising through Category Management 
In order to satisfy the ever-changing needs of the customers, companies need to 
implement category management in a number of ways. 
 Positioning products within a category as well as the amount of a space to 
allocate these products to sales. 
 Locating these products in the category versus the location of other 
categories in the store (Spar® Merchandising Standards, March 2001: 4). 
According to Spar® franchisor it is necessary, therefore, that the store understands the 
basic principles of merchandising. 
 
• Product Facing: Always display the front face of the product to customers and 
make sure that not only the face of the product faces the customer, but that all 
the products packed at the back of the shelf also have the front face displayed. 
Known Value Items and brand leaders must be given optimum shelf space at eye 
level. 
 
• Colour Breaks: Make the display attractive to the customer’s eye and draws the 
customer to the product.  
 
• Impulse Merchandising: Products are displayed to cause the customer to make 
an impulse purchase. The example would be the purchasing of sweets or fresh 
flowers at the check out counter. 
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• Customer Traffic Flow: The store layout must make the customer shop the 
entire store, through careful placement of demand items such as sugar at the 
back of the store. 
 
• Gondola Ends: Stands at the end of shelving aisles that are used to build 
impressive displays, normally of products on promotion. 
 
• FIFO Principle: Stock which was received first must be sold first. 
(Spar® Merchandising Standards, March 2001: 4). 
 
3.4.5 In-store information and assistance 
Customers look for the availability of credible information about the merchandise and 
salesperson assistance in shopping. If customers find sales staff unhelpful, less 
knowledgeable, unfair and partial, they immediately decrease their buying efficiency or 
effectiveness (Babbie & Mouton, 2004:230; Jagdish, N S; Mittal, B & Newman, B I.        
(1999:724). 
 
3.4.6 Convenience 
This is the ease with which the store can be reached in terms of its location, parking 
availability and quick checkouts. Once a customer finishes his/her shopping he/she 
wants to check out and go home as soon as possible (Jagdish et al. 1999:724). 
 
3.4.7 Problem resolution 
Customers will always want a service recovery that is easy and hassle free (Jagdish et 
al. 1999:724). 
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3.4.8 Personalisation 
Customers expect store employees to be pleasant and courteous in their interaction and 
they must always be willing to help customers during their shopping. 
 
3.4.9 Value Delivery 
Effectiveness and efficiency are the two dimensions of value delivery. Effectiveness 
refers to the ability of the product or service to meet the customer’s needs and wants. It 
is the minimal cost to the customer, measured in money, time and physical effort to 
receive that value (Jagdish et al. 1999:724). 
 
3.4.10  Managing Loyalty 
This means not only managing behaviour but also managing the state of mind affecting 
the customer’s attitude to doing business with the supplier over the long-term. The 
customer base is the greatest potential market research tool. A loyalty-based 
relationship defines objectives by developing a loyalty approach over and above 
existing marketing, sales and service approaches. Developing such a loyalty approach 
would include a number of actions on the part of the company (Stone & Woodcock, 
1996:91). 
 
Identify customer needs 
This is the propensity to differentiate marketing, sales and service approaches. 
How much do customers respond and how does loyalty increase mentally and 
behaviourally (Stone & Woodcock, 1996:91).  
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Develop Approach 
Find the best loyalty reinforcers and identify aspects of marketing or service mix which 
can be deployed most effectively to reinforce and build loyalty. Put simply this relates to 
how the customer is dealt with in terms of managing his/her requirements and 
exchanging information. This holds the key to sustaining and building customer loyalty 
(Stone & Woodcock, 1996:91). 
 
Find the most valued reinforcers 
Find those elements of products or service mix which have the highest perceived value 
to customers, but relatively low costs of provision (Stone & Woodcock, 1996:91). 
 
Deliver the capability  
The support infrastructure necessary to deliver relationship marketing should be in 
place to allow for consistency and integration (Stone & Woodcock, 1996:91). 
 
Measure effectiveness 
Better sales and profits indicate best loyalty approach (Stone & Woodcock, 1996:91).  
 
3.5 A NEW PHILOSOPHY 
Companies should refrain from the myopic view that they are exclusively in the product 
and service business rather than taking a broader perspective which recognizes the 
value they create as a total consumer experience. Traditional product and service value 
proposition is no longer adequate for reaching consumers or creating significant 
differentiation. Businesses must facilitate the enhancement of a seamless total 
experience for consumers, which determines whether products and services maintain 
competitive edges. Fragmented media, clever and articulated consumers, and the rise 
of free thinking and savvy customers are factors that have helped create an atmosphere 
in which marketing is more challenging than ever (Cross & Dixit 2005:432, Business 
Horizons 2005). 
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With the convergence of industries, technologies, and active consumers, the role of the 
consumer in today’s business system has changed. A new approach to value creation 
which underlies future competition enhances the consumer experience at various 
dimensions. The fundamental idea behind the experiential marketing paradigm is to 
stretch beyond the traditional boundaries of marketing manufactured and service 
products into a realm that focuses on what experiences the product may generate to 
make daily life more enjoyable (Cross & Dixit 2005:432, Business Horizons 2005). 
       
3.5.1 Customer Relations: A Key to Success 
Customer Relationship Management (CRM) has become an important topic in recent 
years. Relationships with customers have begun to take a centre stage in the business 
fraternity. As businesses inject capital to get their businesses started, customers 
provide the cash flow which serves as a lifeblood that keeps business going. 
Entrepreneurs tend to act more like hunters and focus predominantly on selling, which 
is necessary but they forget that it is equally important to manage these relationships for 
the benefit of the business. Establishment and management of customer relationships 
mean generating new customers and managing them in the long run via personal 
contacts. The retention of the customer base is assured by limiting the number of 
customers served to such an extent that the entrepreneur him/herself can continuously 
take care of the customers.  
 
This is the shift from the traditional paradigm of transaction marketing towards the 
revolving theory of relationship marketing. Relationship marketing is based on the 
expectation that stronger customer relationships result in a number of positive effects 
for a firm’s competitive position and profitability.   
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3.5.2 CRM strategy     
A formalized CRM strategy with clear objectives needs to be adopted and single-
mindedly pursued. This will allow the marketer to decisively measure the successes of 
and value-added by the CRM strategy. 
 
Post-Purchase Enquiry 
It is appropriate that a marketer pays a visit or telephone customers at least once 
immediately after the purchase of products and services. This helps to find out if 
customers are happy with the products and/or services purchased thereby providing 
opportunity for service recovery (City Press July 29, 2007:9).  
 
News and offers 
The marketer may send a letter or news bulletin to customers, informing them about 
business growth and attribute this growth to their unwavering support. This continuous 
interaction with customers will ensure that the business is within the client’s radar (City 
Press July 29, 2007:9).  
 
Special days 
Inviting customers for special days to remember anniversaries and even customers’ 
birthdays is important to draw a correlation between what the business is doing for 
customers and the value they bring to the business (City Press July 29, 2007:9).      
 
3.5.3 Customer-Centric Approach (CA) 
Robert Cross & Ashutosh Dixit, discuss that companies spend enormous amounts of 
energy and capital in creating value for customers but less regard is given to actually 
capturing the value they have created. Most pricing, at present, is still product-centric. 
 
  
.  
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Product managers focus on the cost of the product, its physical attributes and the 
margins they seek from the product. This internal focus by managers often creates a 
disparity between what product managers and customers perceive a product value to 
be. This leads to lost profit opportunities from under pricing (Cross & Dixit 2005:484, 
Business Horizon, 2005). Customer-centric pricing requires the simultaneous and 
continuous assessment of product attributes, customer perceptions and the 
circumstances of time and place by listening to customer’s actions. It is a means of 
assuring that companies assess the value they create for customers and extract the 
value from the market place. While the value creation is about getting into the heads of 
the consumer, value extraction is about getting into their wallets (Cross & Dixit 
2005:484, Business Horizon, 2005). 
  
According to Cross & Dixit’s surprising secret for profitability, the key is to set customer-
centric prices that accurately reflect the perceived value of their products to each 
customer segment. Price should be seen as a communicative device between buyer 
and seller which continually reflects constantly changing market variables such as a 
brand preference, the availability of supply, substitutable alternatives and other factors. 
As businesses continue to differentiate themselves through customer value-add and 
more fully understand capturing the value they create through customer-centric pricing, 
the potential for even greater price differentiation exists (Cross & Dixit 2005:483, 
Business Horizon, 2005). 
 
Harline & Ferrell (1996) examined three interfaces of the service delivery process: 
manager-employee, employee role and employee-customer and found that the 
attitudinal and behavioural responses of customer-contact employees can influence 
customers’ perceptions of service quality, the relationships among the responses, and 
the three formal managerial control mechanisms (empowerment, behaviour-based 
employee evaluation, and management commitment to service quality) (Harline & Ferell 
1996:52, Journal of Marketing Vol. 60 No.4 Oct. 1996). 
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The findings indicate that managers who are committed to service quality are more 
likely to empower their employees and use behaviour-based evaluation. To increase 
customers’ perceptions of service quality, managers must increase employee self-
efficacy and job satisfaction, and reduce employees’ role conflict and ambiguity (Harline 
& Ferell 1996:52, Journal of Marketing Vol. 60 No.4 Oct. 1996). 
3.5.4 Sustaining Value 
Cross & Dixit believe that building and sustaining customer value that generates a 
source of continual revenue requires long-term customer relations in order to manage 
the effective interaction with customers over time. A business that optimizes revenue 
through customer-centric pricing not only increases profit, but is in a better position to 
offer price-sensitive customers lower-priced products with only attributes they value 
(Cross & Dixit 2005:489, Business Horizon, 2005). 
 
3.5.5 Preventing Customer Churn 
Suben Moodley asserts that a lot of time and effort is spent by executives on the subject 
of how important existing customers are to the future of the business but it is surprising 
that they spend no time at all getting the message across to the employees lower down 
who actually have contact with customers on daily basis. Customer churn, which is the 
propensity of customers to stop doing business with a company in a given time period, 
has become a significant problem that managers need to deal with vigorously.  
       
The key to customer retention is nothing else but understanding churn reduction 
strategies. Business must be aware of the huge impact of losing one’s customers can 
have on their bottom line as many incentives designed to arrest customer churn fall 
short of expectations and fail to deliver (Moodley 2007:68, Enterprise February 2007). 
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3.6 BUFFALO CITY MUNICIPALITY (BCM) 
3.6.1 Background 
Formed in 2000, Buffalo City incorporates East London, King William’s Town, Bisho, 
Mdantsane and Zwelitsha. Buffalo City is the seventh biggest metropolitan area in 
South Africa which boasts a population size of approximately 700 000. This municipal 
area covers some 2527 km in the Border-Kei region of the Eastern Cape. Of Buffalo 
City’s population, 82% are indigenous African, 10% are white, 6% are coloured and the 
balance is mainly Asiatic. Forty-one percent of the population is below 20 years. 
Average household income is just over R 2655 a month. 
(Williams 2007:89, Succeed: Special Publication January/February 2007). 
 
3.6.2 Doing Business in the Buffalo City 
While the city contributes almost 25% of the Eastern Cape’s GDP, and as much as 20 
percent of the province’s formal employment opportunities, as an economical hub it has 
more recently been characterized by a decline in growth rate. Acknowledging how 
SME’s can contribute to job creation, the city has kept a good relationship with 
business. Regular consultation with Border-Kei Chamber of Business on issues of 
development allows for business interests in all initiatives. Buffalo City’s concentrated 
business centres are situated at East London and the total number of businesses is 
about 5191 covering BCM and including Dimbaza. The Eastern Cape Development 
Corporation (ECDC), plays a vital role in facilitating business in and out, assisting local 
SME’s to access export markets, finance and business support (Williams 2007:89, 
Succeed: Special Publication January/February 2007). 
  
3.7 THE PROPOSED CUSTOMER MANAGEMENT MODEL 
If a company is going to be able to truly recognise and get to know its customers, the 
company needs to develop a customer model that will enable it to target and 
personalise information as well as report on analysed data. 
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Chart 4 below is an illustration of a proposed customer management model. It is a 
customer-centred model designed to enable businesses to operate in a three-wheeled 
conveyer to deliver goods and services to customers. The node at the centre represents 
the customer towards which the activities represented by the three outer nodes, 
marketing concept, product and service system, are performed.    
 
CHART 4: PROPOSED CUSTOMER MANAGEMENT MODEL 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: A Proposed Customer Management Model developed for this study 
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CHAPTER FOUR 
 
DESIGNING THE EMPIRICAL SURVEY 
 
4.1 INTRODUCTION 
This chapter discusses the empirical study including the methods used and the analysis 
of data. The main and sub-problems will be reviewed with the aim of bringing about the 
solution to them. The discussion covers the formulation of the questionnaire in its 
attempt to gain answers to reach the objectives of the research. The method of 
compiling the questionnaire will be described. The questionnaires, with all the 
requirements spelt out, will be sent to the sample population as selected. The chapter 
will also present a qualitative/quantitative analysis of the data gathered by means of 
questionnaires. Results for each question will be analysed and conclusions will be 
drawn. The information from the empirical survey will then be integrated to the findings 
from the literature in the next chapter. 
 
4.2 RESEARCH DESIGN 
According to Leedy, research is a systematic process of collecting and analysing 
information to increase the understanding of the phenomenon. The research design 
adopted in this study identified the main problem to resolve and then broke it down into 
sub-problems (Leedy 1997:204). 
 
 4.2.1 The Population 
Leedy (1997) points out that the sample should be chosen carefully in that, the 
researcher can easily see all the characteristics of the total population. It therefore 
became necessary for the researcher to decide whether to study the entire population 
or to study only a sample drawn from the population (Leedy 1997:204).   
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From the entire population to be studied the expectation is that a wide diversity of 
opinion, reflecting different sizes of organizations will be gathered. The aim is to explore 
in detail and obtain a statistically reliable picture of a wide range of views or depth of 
insight into highly technical matters (Wright & Crimp 2000:320).   
 
A list of Small, Medium and Micro enterprises was obtained from Kei Border Chamber 
of Business and Buffalo City Municipality. Some of these businesses were visited 
personally to explain the purpose of the research.  
. 
4.2.2 Sampling 
The ultimate test of a sample design is how well it represents the characteristic of the 
population it purports to represent. Probability sampling method which is systematic was 
used where every second supermarket store was selected. A total of 35 managers were 
provided with questionnaires in May 2008. The individual customer approach and the 
retention strategies as suggested by relationship marketing literature, (for example, 
Kotler 1999; Buttle, F.2004) formed part of the open-ended questionnaires. 
Random sample error could not be avoided due to chance variation.   
 
4.2.3  The Questionnaire 
The layout of the questionnaire was simple and not lengthy so as to encourage 
respondents to complete. The data was collected by means of questionnaires. The 
intention was to maintain anonymity of the respondent. The questionnaire was divided 
into two sections. Section A dealt with the target market and Section B dealt with 
strategic priorities (see Annexure C). Responses to questionnaires were analysed, 
discussed and interpreted.  
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Instructions 
Thirty five respondents were asked to complete the questionnaire and return it within 
the stipulated time. 
       
Types of questions used 
The nature of the questions attempted to quantify responses, and a number of 
questions were essentially ‘closed’, with choices. A qualitative element was also linked 
to these questions where the respondents were asked for ‘other comment’. This 
enabled the researcher to cross-tabulate the quantitative findings with a qualitative 
reason or explanation, particularly for some of the anomalies. 
 
 Closed-ended questions were used for more complete sets of responses and easy 
coding and analysing.  
 Nominal questions were used in section A of the questionnaire in order to identify 
categories of respondents. 
Ordinal questions were used in section B for higher level and quality measurement. 
Interval questions were also used in section B in order for quantitative analysis to be 
more tractable (Sanders & Pinhey 1983). 
 
Open-ended questions were asked to allow for respondents to qualify their own 
responses and be self-expressive (Bailey 1978:105). Basic vocabulary was used to 
ensure clear understanding. Personal and leading questions were not used so as to 
avoid them being viewed as threatening or to suggest answers.  
 
Length  
To prevent long and complex questionnaires that result in low response, the 
questionnaire was designed to be six pages long including the cover page. 
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4.2.4 Pilot Study 
In order to identify and rectify problems and shortcomings relating to the questionnaire, 
a draft questionnaire was tested on 2 respondents of the retailing supermarkets in 
Buffalo City. The response from the 2 respondents indicated that the data likely to be 
collected will enable investigative questions to be answered. The researcher therefore, 
saw it unnecessary to amend the questionnaire. 
 
4.2.5 Administering the questionnaire 
The questionnaire was hand delivered under a covering letter which clearly explained 
the main aim of the research. Questionnaires were personally delivered to the 
respondents and collected after completion. In the covering letter an assurance was 
made of confidentiality and anonymity. An offer was made to respondents that a copy of 
a summary of the study would be available on request. 
 
4.2.6 Reliability and Validity 
These are first line defence tools against spurious and incorrect conclusions and their 
failure results in the whole exercise being invalid.  
 
Leedy describes validity as trustworthiness of results from an assessment tool and also 
adds that the researchers should be able to establish how well, how comprehensively 
and how accurately the instrument measures what it is intended to measure. Irrelevant 
questions and inaccuracy of the test may cause any inferences drawn from the research 
design to become invalid. It was therefore necessary for the researcher to take great 
care in the study to evaluate the content, construct and face validity of the questionnaire 
by subjecting it to a pilot study (Leedy 1997:32).  
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Leedy describes reliability in terms of whether the measuring instrument, in this case 
the questionnaire, consistently measures what is intended to measure. The control and 
construction of the test as well as the method of assessing/evaluating and personal 
factors determine reliability of the research (Leedy 1997:32).  
       
The questionnaire was simply worded and instead of a straight 1-5 Likert scale on many 
of the questions, the choice of answers were actually ‘worded’ e.g. Strongly agree, 
agree, uncertain, disagree and strongly disagree. The closed-ended questions left little 
room for doubt, and many were validated by the open-ended additional comments at 
the end of the question. The questionnaire was made available only in English, which 
from the researcher’s point of view could not affect responses as respondents could 
speak, write and read the language. 
 
4.2.7 The Proposed Analysis of Data 
The data collected from the survey will be analysed qualitatively and quantitatively by 
means of tables and discussion. Qualitative analysis will help keep the free flow of 
information and avoid unwillingness to divulge information and admit ignorance. 
Qualitatively, the researcher would be able to communicate findings in an appealing and 
easily understood manner, presenting the results with creativity and professionalism. 
Quantitatively, the objective of the research was to clearly define how the information is 
going to be used. Respondents were allowed to complete the questionnaire at a 
convenient time (Wright & Crimp 2000:399).   
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CHAPTER 5 
 
RESULTS 
 
5.1 INTRODUCTION 
 
This chapter will discuss the outcome of the empirical study in terms of the method used 
to gather data and the rationale of its choice. In the previous chapter, special attention 
was given to defining the research sample, the questionnaire and covering letter. 
Questionnaires delivered and collected were treated with circumspection as the 
researcher had no control over who might have answered them. Results will be 
analysed quantitatively and qualitatively and then discussed. Results will, thereafter, be 
integrated to the findings from the literature review in the next chapter.  
 
5.2 RESEARCH RESPONSE 
 
During the survey a total of 35 questionnaires were distributed by hand delivery. The 
first 20 questionnaires were hand delivered to the supermarkets in East London CBD, 
Quigney, Southernwood, Cambridge, Greenfields, Amalinda, Nahoon and Abbotsforth. 
Of the 20 questionnaires, 8 were either not completed or were lost, which meant that a 
response rate of 60 percent was produced. 
 
At the beginning of June 2008, a further 15 questionnaires were hand-delivered to the 
supermarkets that operate in Abbotsforth, Beacon Bay, Gonubie, Mdantsane, Berlin and 
KingWilliam’stown, of which one was either not completed or was lost. This meant that 
from the 15 questionnaires a response rate of 93 percent was produced. 
A follow-up was made personally requesting cooperation on those that were not 
returned. A total of 26 responses were received and a total of 9 responses were 
outstanding (Table 1.2:52). 
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TABLE 1.1 
 
OVERALL RESPONSE RATE 
 RESPONSES PERCENTAGE 
RECEIVED 26 74 
OUTSTANDING 9 26  
TOTAL 35 100 
 
 
CHART 5: OVERALL RESPONSE RATE 
74%
26%
RECEIVED OUTSTANDING
 
Source: Developed from the data collected from the empirical survey. 
 
5.3 ANALYSIS OF RESULTS  
The analysis was done on 26 questionnaires with all respondents in this sample base 
falling into the SMME business sector, in this case defined as supermarket industry. 
Results, as presented, indicate that participation in the survey was voluntary and thus 
provided reliable data as questionnaires have been completed by their intended 
respondents.  
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The questionnaire of the empirical study was divided into two sections:  
Section ‘A’ which dealt with biographical details and Section ‘B’ which dealt with 
strategic priorities. In order to ensure consistency in responses, some questions were 
either repeated or rephrased. The results for both sections were presented in a tabular 
form with the aim to establish the opinions expressed by the respondents.  
 
SECTION A: BIOGRAPHICAL DETAILS 
 
Table A 1. Who are your customers? 
FACTOR 
NUMBER 
TARGET ELCBD & 
SURROUNDS 
MDANTSANE & 
KINGWILLIAMSTOWN 
TOTAL 
     1 Internal           8                3                 11 
     2 End Users           13                7                 20 
     3 Intermediate           6                4                 10 
 
Table A1 above shows that 77% (20/26) respondents sell their products and services to 
end users, 42% (11/26) sell to internal users, 38% (10/26) sell to intermediate users and 
58% (15/26) sell to internal, intermediate and end users.    
 
Table A 2. What age is your target group? 
FACTOR 
NUMBER 
AGE GROUP ELCBD & 
SURROUNDS 
MDANTSANE & KWT TOTAL 
     1 0 -18          8                2                 10 
     2 19 -35          17                6                 23 
     3 36 – 45          16                8                 24 
     4 45 and over          14                6                 20 
 
Table A 2 indicates that 92% (24/26) respondents sell to customers between 36 and 45 
years.  88% (23/26) sell to ages between 19 and 35 years, 77% (20/26) sell to 
customers at age 45 and over. 38% (10/26) respondents sell to ages 0-18.   
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Table A 3. Which gender do the majority of your customers represent? 
FACTOR 
NUMBER 
GENDER ELCBD MDANTSANE & KWT TOTAL 
     1 MALE            0                0                   0 
     2 FEMALE            13                6                   19 
 
Table A3 indicates that 73% (19/26) of the total respondents sell their goods and 
services to a majority of female customers. 27% (7/26) respondents indicated that both 
males and females were equally represented.  
 
Table A 4. How long have you been operating in the Buffalo City? 
FACTOR 
NUMBER 
PERIOD ELCBD& 
SURROUNDS 
MDANTSANE & KWT TOTAL 
    1 1 - 5  Years            3                2                     5 
    2 6 – 10 Years            8                1                     9 
    3 More than 10 
years 
           7                5                     12 
 
Table A4 reveals that 46% (12/26) respondents had operated in the BCM for more than 
10 years. 35% (9/26) respondents operated in the BCM for a period between six and 
ten years and 19% (5/26) respondents operated in the BCM for a period between one 
and five years.    
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SECTION B: STRATEGIC PRIORITIES 
Table B1.1 Customer Orientation 
FACTOR 
NUMBER 
STRATEGY STRONGLY 
AGREE 
AGREE UNCERTAIN DISAGREE STRONGLY 
DISAGREE 
     1 Customer orientation focuses 
on product. 
      10      10         0        5       1 
     2 Aims for long-term 
relationship.  
      18      5         2        0       1 
     3 Has emphasis on volume.       7      12         4        3       0 
     4 Is primarily interested in 
providing need satisfaction. 
      16      10         0        0       0 
TOTAL        51      37         6        8       2 
 
Table B1.1 shows that: 
1.  38% (10/26) respondents strongly agree that customer orientation focuses on 
product, 38% agree, 19% disagree and 3% (1/26) strongly disagree. 
2. 69% (18/26) respondents strongly agree that customer orientation aims for long-
term relationship, 19% agree, 7.7% (2/26) is uncertain and 3% strongly disagree. 
3. 27% (7/26) respondents agree that customer orientation has emphasis on 
volume, 46% (12/26) agree, 15% (4/26) is uncertain and 12% disagree. 
4. 62% (16/26) respondents strongly agree that customer orientation is primarily 
interested in providing need satisfaction and 38% (10/26) agree. 
    
There is strong evidence that long-term relationship and interest in providing need 
satisfaction concur with Norman Blem’s customer–oriented approach of keeping 
customers as satisfied as possible (Blem, 1995:13) as discussed on page 9.   
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Table B1.2 Respecting the customer 
FACTOR 
NUMBER 
STRATEGY        YES        NO 
      1 Are customers always respected in terms of diverse and individual 
lifestyle differences? 
      25        1 
      2 Are shoppers given the distance and the space they need for 
reflection? 
      26        0 
      3 Is the choice wide for the customers to tailor their retail experience 
to their own taste and preferences? 
      26        0 
      4 Do customers have enough time that allows for fast, efficient and 
effortless experience?  
      26        0 
TOTAL       103        1 
 
Table B1.2 above shows that: 
1. 96% (25/26) respondents say YES to respecting customers in terms of diverse 
and individual lifestyle differences against 4% (1/26) who say NO. 
2. 100% (26/26) respondents give shoppers distance and space they need for 
reflection. 
3. 100% (26/26) respondents give a wide choice for customers to tailor their retail 
experience to their own taste and preferences.  
4. All the respondents say YES, they give enough time to customers to allow for 
fast, efficient and effortless experience. 
 
  Based on the above findings there is strong evidence that the respondents concur with 
Stokan’s observation on page 8 that today’s customers must dictate the kind of 
experience a store has to offer. It is also evident that Lynch’s 5 streams of change, 
demographics, economics, technology, ecology and sociology are important to carry 
forward customer needs, aspirations and expectations (Stokan, 2005:69) ; (Lynch, 
1995:3). 
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Table B 2 General Service behaviours 
FACTOR 
NUMBER 
STRATEGY STRONGLY 
AGREE 
AGREE UNCERTAIN DISAGREE STRONGLY 
DISAGREE 
    2.1 Coping is listening, trying to 
accommodate.  
      9      15        0        1       1 
    2.2 Recovery is leaving a 
customer to ‘fend’ him/herself. 
      2      1        4        7       12 
    2.3 Spontaneity is being attentive, 
listening, anticipating needs, 
taking time, showing empathy. 
      15      8        0        3       0 
    2.4 Customer focus is about 
fulfilment of promise, but fails 
to follow through. 
      1      3        3        8       11 
TOTAL        27      27        7        19       24 
 
Table B2 shows that: 
• 58% (15/26) respondents agree that coping is listening, trying to accommodate, 
35% strongly agree. 
• 46% (12/26) respondents strongly disagree that ‘recovery’ is leaving a customer 
to ‘fend’ him/herself and 27% (7/26) agree. 
• 58% (15/26) respondents strongly agree that spontaneity is being attentive, 
listening, anticipating needs and 31% (8/26) agree. 
• 42% (11/26) respondents strongly disagree that customer focus is about 
fulfilment of promise, but fails to follow through and 31% (8/26) disagree.    
• It is therefore evident that Blem’s belief (page 25) that customer-focused 
companies work conscientiously by committing resources to meet promises.  
Gerson’s view (page 20) that attempts to achieve quality and provide excellent 
service becomes unimportant if they are not directed towards customer 
satisfaction. These views give solution to sub-problem (b) How should SMMEs in 
the Buffalo City change their corporate strategy and shift towards a customer-
centric approach? (Gerson, 1994:11); ( Blem, 1995:21). 
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Table B 2.1 How do you keep up a one-to-one communication? 
FACTOR 
NUMBER 
STRATEGY TOTAL 
        1 Face to face         26 
        2 e-mail         0 
        3 Telephonic conversation         7 
        4 Video conferencing         0 
        5 Other (specify)         1 
 
Table B2.1 above shows that all respondents indicated that ‘face-to-face’ does keep a 
one-to-one communication, 27% use telephonic conversation and 0% neither uses e-
mail nor video conferencing.  There is evidence that Webb & Webb (page 25) that the 
ability to inspire passion, enthusiasm and commitment from employees is an essential 
quality in developing real customer relationship. Tshepo Phakathi’s  views that 
continuous interaction with customers will ensure that the business is within the client’s 
radar. These views give solution to sub-problem (a) What does the research literature 
reveal of strategies that will keep the customer at the centre of the business? 
(City Press, July 29 2007:9); (Webb & Webb 2005:156, Succeed May/June 2005).  
 
Table B 2.2 Management Involvement 
FACTOR 
NUMBER 
STRATEGY TOTAL 
        1 Seldom         0 
        2 Regularly         25 
        3 Never         0 
 
96% (25/26) of the respondents regularly involve management on their daily activities.  
It is therefore strongly evident that Blem’s suggestion on visibility and constant support 
by management is useful in effecting excellent service to customers (Blem, 1995:39).  
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Table B 2.3 Frequency with which changes are communicated 
FACTOR 
NUMBER 
STRATEGY TOTAL 
        1 Regularly (daily)         16 
        2 Seldom (weekly)         6 
        3 Very rarely (monthly)         3 
        4 Never         1 
 
Table B 2.3 shows that 62% (16/26) respondents communicate changes daily, 23% 
(6/26) seldom or weekly communicate changes and 12% (3/26) who either very rarely 
or never communicate changes. This supports Stokan’s theory on drivers of customer 
satisfaction as derived from 5 main aspects of shopping experience where he 
emphasises well communicated promotions (Stokan, 2005:77). 
 
Table B3 Quality achievement and service excellence 
FACTOR 
NUMBER 
STRATEGY STRONGLY 
AGREE 
AGREE UNCERTAIN DISAGREE STRONGLY 
DISAGREE 
     3.1 Customers do not always get what 
they are promised. 
       1      7        2       11       5 
     3.2 Products and services are well 
positioned. 
       12      13        0       1       0 
     3.3 Products and services are not 
readily available. 
       0      0        0       17       9 
     3.4 Store location and parking service 
attracts customers. 
       18      7        1       0       0 
     3.5 Products are not delivered on 
time. 
       2      2        4       12       6 
     3.6 Customer service such as credit 
provision, delivery, gift-wrapping 
and packaging, packaging, 
parking, return of goods, fitting 
rooms and trolleys contribute to 
high customer satisfaction 
       16      10        0       0       0 
TOTAL         49      39 7       41       20 
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Table B3 above shows that: 
• 42% (11/26) respondents disagree that customers do not always get what they 
are promised. 
• 50% (13/26) respondents agree that their products and services are well- 
positioned and 46% (12/26) strongly agree. 
• 65% (17/26) respondents disagree that their products and services are not 
readily available and 35% (9/26) strongly disagree. 
• 69% (18/26) respondents strongly agree that store location and parking service 
attracts customers and 27% (7/26) agree. 
• 46% (12/26) disagree that products are not delivered on time, 23% (6/26) are 
uncertain and 8% (2/26) is either strongly agree or agree. 
• 62% (16/26) respondents strongly agree that customer service such as credit 
provision, delivery, gift wrapping and packaging, packaging, parking, return of 
goods, fitting rooms and trolleys contribute to high customer satisfaction and 38% 
(10/26)  agree. 
• It is evident that respondents concur with Taljaard that businesses should keep 
the eye of the customer focused on their brand and also with Blem’s view on 
effecting excellent service (Taljaard, 2003:4; Blem, 1995:39). 
B.4 Employee Involvement 
FACTOR 
NUMBER 
STRATEGY YES NO 
      4.1 Do employees communicate and listen effectively to build long-term 
relationships with customers? 
    24      2 
      4.2 Are they equipped with self-monitoring skills to assess their own performance 
and behaviour? 
    20      6 
      4.3 Do they have team skills to ensure co-operation in service delivery and 
appropriate support? 
    24      2 
      4.4 Do they recognise customers as assets to the business that must be 
nurtured and maintained? 
    24      2 
      4.5 Are they competent and represent the company in the eyes and ears of the 
customers?  
    26      0 
TOTAL      118      12 
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Table B.4 above shows that: 
• 92% (24/26) respondents communicate and listen effectively to build long-
term relationships with customers. 
• 77% (20/26) respondents equip their employees with self-monitoring skills to 
assess their own performance and behaviour. 
• 92% (24/26) say YES their employees have team skills to ensure co-
operation in service delivery and appropriate support. 
• 92% (24/26)  say YES their employees recognise customers as assets to the 
business that must be nurtured and maintained. 
• All the respondents say YES their employees are competent and represent 
the company in the eyes and ears of the customers. 
• This agrees with Gerson’s Seven-step Customer Service System to 
customers, Stokan’s theory on personal interaction, Jagdish , Babbie & 
Mouton theory on store loyalty and also Tracy Newman’s suggestions on 
interacting with customers. 
• (Stokan, 2005:77; Newman 2003:24, Executive Business Brief June/July 
2003; Jagdish,1999:724; Babbie & Mouton, 2004:230). 
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CHAPTER 6 
 
CONCLUSIONS AND RECOMMENDATIONS 
 
6.1 INTRODUCTION  
The results from the empirical study have been analysed and interpreted in Chapter 
Five. This chapter aims to conclude the analysis of the study based on the literature 
reviewed and the findings from the empirical survey to present a solution to the main 
problem as stated in Chapter One.  Limitations to the proposed customer management 
model will be discussed in view of the shortcomings identified in the literature review. 
Recommendations for SMME’s will be made in the light of an Integrated Customer 
Management Model (ICMM) as discussed hereunder. 
 
6.2 CONCLUSIONS 
The purpose of the research, the main and sub-problems were stated in Chapter One. 
The research study was conducted to address the main problem: What business 
strategies do small, medium and micro enterprises (SMMEs) in the Buffalo City need to 
develop to nurture and retain customers?  It was also aimed at finding solutions to sub-
problems as stated:  
1. What does the research literature reveal of strategies that will keep the 
customers at the centre of the business?  
2. How should SMME’s in the Buffalo City change their corporate strategy and shift 
towards a customer-centric approach? 
3. How will an integrated approach to customer management benefit SMME’s in the 
Buffalo City?  
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In the review of the literature, several shortcomings were identified amongst which 
was a concern about serious challenges that have been brought by fuel costs, 
interest rates and crime. Findings from the 2008 SME survey which was conducted 
to give suppliers of SME’s a better insight into the retail market, highlighted that SA’s 
SME sector has become highly sensitive to the petrol price, rising interest rates and 
crime. According to Arthur Goldstuck, a Principal Researcher: The steep rise in fuel 
and interest rates have surpassed crime and even blackouts as leading challenge 
facing small and medium businesses today.  
• Crime remains a steady concern at 27% 
• Cost of petrol rose steeply at 34% 
• Interest rates increased at 30% 
SME’s customers are also under pressure as the situation compels them to think 
much more about their spending. 
  
Amrei Botha, Head: SME Proposition at Standard Bank, reports that the huge 
interest rate hikes, rising fuel and food prices have had an effect on SME’s cash flow 
(Goldstuck 2008:19, Business Times, September 2008). 
. 
As competition in all forms intensifies, customer management holds the key to 
increasing revenues in a way that also drives profitability. Whether cross-selling or 
up-selling additional products to customers, retaining exiting customers; attracting 
new ones; using customers to help develop new products or simply providing the 
same products more efficiently and at less cost:–the importance of customer focus 
and management is without parallel. Without one-to-one marketing, businesses will 
not maximize their potential especially if their competitors are better positioned 
through exploiting market segmentation (Business, 2002:56). 
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Understanding consumers’ spending patterns at different income levels is important as 
it will help businesses to know their customers. Studying their market and potential 
market’s preferences and tailoring their products accordingly could help them achieve 
long-term sustainability, especially in the face of the prevailing economic slowdown 
(Kleynhans 2008:3, Agri Review, Third quarter 2008). 
Contact centres are an important acid test of how the company regards its clients and 
offers a ‘tangible’ experience of customer service. The outstanding handling of ‘the 
moment of truth’ for the customer requires an instinctive and emotionally intelligent 
response by staff members. If employees are actively involved in the interaction which 
puts the customer’s emotional needs ahead of the company and the employee’s 
agendas, the organization would benefit in the long-term (Msomi 2008:2, City Press, 
September 28, 2008).  
 
6.3 LIMITATIONS: PROPOSED CUSTOMER MANAGEMENT MODEL 
Customer groups may not be homogeneous in their response tendencies toward 
service encounters. The customer management model as proposed in Chapter Three 
may well be useful for a business to recognise and get to know its customers, but it is 
not adequate if it does not ensure customer retention and customer loyalty. Product 
provides tangible evidence for need satisfaction, but it is not enough to deliver value 
and customer-centric pricing for long-term customer relations.  
 
The service system without customer value and value delivery is not enough to build 
and sustain customer value that generates a source of continual revenue. 
 
The marketing concept that does not include retail and CRM strategies always fails to 
maintain balance between customer satisfaction and company profits.    
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6.4 RECOMMENDATIONS 
Recommendations for SMME’s will be made in the light of an Integrated Customer 
Management Model (ICMM) as discussed hereunder. 
 
While business executives everywhere rush to imprison themselves in their climate-
controlled offices and meeting rooms, handcuffed to their blackberries or cell phones, 
powerful, tsunami-like forces are shaping and reshaping virtually every aspect of the 
global competitive landscape. No business is immune to disruptions. Businesses must 
significantly improve their reach and relative performance if they wish to be counted 
among the major players (Bernhardt 2008:4, Business Day: August 2008). 
       
Customer-centred strategies alone will fall short if marketing and development teams 
miss what is fundamentally important to their consumers. New methods of being 
‘customer-oriented’ are needed now and companies need to define their offering in 
terms of factors that are important to consumers (Kumar & Whitney 2007:46, Journal of 
Business Strategy, 2007). It is important that managers of supermarkets in the Buffalo 
City be informed about recent developments in consumer behaviour. This is also true 
for those that deal with the implementation of marketing strategy and development of 
consumer-oriented, market-driven definitions of business purpose.  
 
If Norman Blem’s customer-oriented approach is aimed at finding ways of keeping 
customers as satisfied as possible, a new approach must be developed to build and 
manage loyalty. In an economy that suffers recession with soaring fuel and food prices, 
consumers make serious choices daily about how and where to spend. In business 
there are always cycles, good and bad times. The challenge is to increase sales while 
giving consumers what they want without cutting on profits. According to Kim Gordon 
there are smart ways to woo shoppers (Gordon 2008:2, City Press, September 21, 
2008). 
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Market special promotions: Use of special promotions by creating new or special 
products or services that will appeal to customers and offer them tempting prices. 
Discover what unique customers want by way of developing promotions that make the 
most desirable products and services accessible through saving. 
 
Woo stay-at-home customers: The Recession era has led saving customers to make 
fewer shopping trips and on-line home shopping is becoming part of their daily 
shopping. Businesses have to use recession-era marketing and develop websites that 
are attractive and efficient for fun shopping experiences (Gordon 2008:2, City Press, 
September 21, 2008). 
  
In an increasingly customer-centric world, business executives would be well advised to 
pay closer attention to customer relations management and understand the role that it 
could play in meeting high customer expectations (Gordon 2008:2, City Press, 
September 21, 2008). 
  
The real challenge lies in integration so that businesses can manage their customer 
retention cycle efficiently to empower agents with the data they need to carry out a 
continuous, seamless dialogue with customers. A customer-centred design of a 
proposed customer model (as illustrated in Chapter 4: Chart 3) would enable 
supermarkets to operate in a three-wheeled conveyer.  
 
6.4.1: INTEGRATED CUSTOMER MANAGEMENT MODEL 
Chart 5 below is an integration of what current literature reveals and the practical 
situation of the SMME’s in the Buffalo City. The model illustrates a customer-centric 
approach to managing customers. 
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CHART 5: INTEGRATED CUSTOMER MANAGEMENT MODEL 
   
 
 
Source: Adapted from the proposed model developed for this study                                 
       
The node at the centre indicates that the customer is in control and is the focal point to 
which all other activities are directed.  
 
The green nodes indicate the main activities- marketing concept, product design and 
customer service system- performed by the company towards customer satisfaction.  
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The olive green nodes indicate other activities in relation to the main activities 
performed towards customer satisfaction. 
 
All the green and olive green nodes are linked to the central node, the satisfied 
customer. This indicates customer-oriented approach as a way of keeping customers as 
satisfied as possible.   
 
This is a customer-centred, nine-wheeled strategic conveyer in which supermarkets 
in Buffalo City can follow on their journey to competitive success. Through its product 
design, marketing concept and customer service system, businesses can now ensure 
user experience, customer delight and user-friendliness. 
 
 6.4.2 SUMMARY 
This research paper enhances retail managers’ understanding of what constitutes an 
effective customer service, and offers useful guidelines for establishing the proper fit 
between a service failure and the recovery effort. The study has added to the limited 
knowledge of retail managers and employees of supermarkets operating in the BCM 
and has done so in unique ways.  In future research, relationships in the model might be 
compared across various customer groups and other industry settings. Customer 
groups may not be homogeneous in their response tendencies toward service 
encounters. The approach such as the one used in this study would allow managers to 
study customer response to specific service efforts. This approach enables businesses 
to develop attraction and retention strategies in a way that would also allow for the 
design of products. 
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APPENDICES 
 
ANNEXURE ‘A’ 
 
 
 
TABLE 1.2  
 
 
CRITERIA FOR THE CLASSIFICATION OF SMEs 
   
Sector or sub-section in 
accordance with the  
Standard Industrial 
Classification  
Size or 
class 
Total full-time 
equivalent of paid 
employees 
Less than: 
 
Total annual 
turnover 
 
Less than: 
Total gross asset 
Value (fixed 
property excluded) 
Less than: 
Agriculture Medium 
Small 
Very small 
Micro 
100 
50 
10 
5 
R4.00m 
R2.00m 
R0.40m 
R0.15m 
R4.00m 
R2.00m 
R0.40m 
R0.10m 
Mining and Quarrying Medium 
Small 
Very small 
Micro 
200 
50 
20 
5 
R30.00m 
R7.50m 
R3.00m 
R0.15m 
R18.00m 
R4.50m 
R1.80m 
R0.10m 
Manufacturing Medium 
Small 
Very small 
Micro 
200 
50 
20 
5 
R40.00m 
R10.00m 
R4.00m 
R0.15m 
R15.00m 
R3.75m 
R1.50m 
R0.10m 
Electricity, Gas and water Medium 
Small 
Very small 
Micro 
200 
50 
20 
5 
R40.00m 
R10.00m 
R4.00m 
R0.15m 
R15.00m 
R3.75m 
R1.50m 
R0.10m 
Construction Medium 
Small 
Very small 
200 
50 
20 
R20.00m 
R5.00m 
R2.00m 
R4.00m 
R1.00m 
R0.4m 
  
Micro 5 R0.15m R0.10m 
Retail and Motor Trade 
and Repair Services  
Medium 
Small 
Very small 
Micro 
100 
50 
10 
5 
R30.00m 
R15.00m 
R3.00m 
R0.15m 
R5.00m 
R2.50m 
R0.50m 
R0.10m 
Wholesale Trade,  
Commercial Agents and 
Allied Services 
Medium 
Small 
Very small 
Micro 
100 
50 
10 
5 
R50.00m 
R25.00m 
R5.00m 
R0.15m 
R8.00m 
R4.00m 
R0.50m 
R0.10m 
 
Catering, Accommodation 
and other Trade 
Medium 
Small 
Very small 
Micro 
100 
50 
10 
5 
R10.00m 
R5.00m 
R1.00m 
R0.15m 
R2.00m 
R1.00m 
R0.20m 
R0.10m 
Transport, Storage and 
Communications 
Medium 
Small 
Very small 
Micro 
100 
50 
10 
5 
R20.00m 
R10.00m 
R2.00m 
R0.15m 
R5.00m 
R2.50m 
R0.50m 
R0.10m 
Finance and Business 
Services 
Medium 
Small 
Very small 
Micro 
100 
50 
10 
5 
R20.00m 
R10.00m 
R2.00m 
R0.15m 
R4.00m 
R2.00m 
R0.40m 
R0.10m 
Community, Social and 
Personal Services 
Medium 
Small 
Very small 
Micro 
100 
50 
10 
5 
R10.00m 
R5.00m 
R1.00m 
R0.15m 
R5.00m 
R2.50m 
R0.50m 
R0.10m 
 
Source: Small Business Act No. 102 of 1996 
 
 
 
 
 
 
       
  
ANNEXURE ‘B’ 
 
TABLE 1.3 
 
 
 
Consumer Price Index  
CONSUMER PRICE INDEX 
BASE: 
2000=100 
APRIL 2008 
   156.6 
MARCH 2008 
153.9 
% 
+1.8 
APRIL 2007 
141.0 
% 
+11.1 
AREAS (All Items): 
West Cape  160.6 157.6 +1.7 143.9 +11.4 
North Cape  163.0 160.3 +1.7 146.6 +11.2 
Free State  150.5 147.9 +1.8 135.7 +10.9 
KZ-Natal 159.3 156.2 +2.0 142.8 +11.6 
North West  159.8 156.8 +1.9 142.3 +12.3 
Gauteng  158.7 156.4 +1.5 143.3 +10.7 
Mpumalanga  165.3 162.8 +1.5 147.9 +11.8 
Limpopo  157.5 155.1 +1.5 140.0 +12.5 
Total E/Cape  160.1 157.0 +1.9 144.7 +10.6 
PE/Uitenhage 162.1 159.2 +1.8 145.7 +11.3 
East London  158.6 155.7 +1.9 143.6 +10.4 
Other Urban 158.0 155.2 +1.8 143.6 +10.0 
  
FOOD ONLY 
Areas: 182.4 179.6 +1.6 157.7 +15.7 
Total E/Cape  187.8 183.9 +2.1 164.4 +14.2 
PE/Uitenhage 188.1 186.1 +1.1 164.5 +14.3 
East London  187.6 184.0 +2.0 159.3 +17.8 
Other Urban 182.1 178.1 +2.0 160.5 +13.5 
                                                                                    Compiled by Zukiswa Jombile  
 Designed by www.functionhouse.co.za (c) 2007 
 
Source: http://www.bkcob.co.za (Accessed on 2008-07-28) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
ANNEXURE ‘C’ 
 
QUESTIONNAIRE COVERING LETTER 
 
 
Dear Respondent 
 
A STUDY ON AN INTEGRATED APPROACH TO CUSTOMER MANAGEMENT IN 
THE SMME INDUSTRY IN THE BUFFALO CITY 
 
In order to meet the requirements for the Masters Degree in Business Administration 
(MBA) at the Nelson Mandela University, I am currently conducting a survey on 
Customer Management in the SMME industry in the Buffalo City Municipality and your 
store has been selected for this survey. 
It will be highly appreciated if you can complete this questionnaire and return it to me 
before 30 May 2008. 
I wish to assure you of the confidentiality and anonymity of your response. 
 
A summary of the findings can be made available on request. 
 
Should you have any queries, feel free to contact me at 0781974241 
 
Yours sincerely 
……………………………… 
Lindela Prince Sandekela (Researcher) 
Promoter: Dr. Alan Weimann 
       
 
  
ANNEXURE ‘D’ 
QUESTIONNAIRE 
 
 SECTION A 
Please mark the appropriate box with an X 
A.1     Who are your customers? 
 Internal (1) 
 End users (2) 
 Intermediate (3) 
 
A.2  What age is your target group? 
 0 – 18 years  (1) 
 19 – 35 years (2) 
 36 – 45 years (3) 
 46 and over (4) 
 
A.3 Which gender do the majority of your customers represent? 
 Male (1) 
 Female (2) 
 
A.4 How long have you been operating in the Buffalo City? 
  1 – 5 years (1) 
  6 – 10 years (2) 
 More than 10 years (3) 
  
SECTION B 
B.1. STRATEGIC PRIORITIES 
Please indicate with an X the degree to which you agree / disagree with each of 
the following statements. 
B.1.1 
 (5) (4) (3) (2) (1) 
 
Customer Orientation 
Strongly 
agree 
Agree Uncertain Disagree Strongly 
disagree 
1. Customer orientation focuses 
on product. 
     
2. Aims for long-term 
relationship 
     
3. Has emphasis on volume.      
4. Is primarily interested in 
Providing need satisfaction. 
     
B.1.2 Please indicate a YES/NO to the following questions. 
Respecting the customer  
1. Are customers always respected in terms of 
diverse and individual lifestyle differences?   
2. Are shoppers given the distance and the 
space they need for reflection? 
3. Is the choice wide for the customers to tailor 
their retail experience to their own taste and 
preferences? 
4. Do customers have enough time that allows 
for fast, efficient and effortless experience?  
  
     
In terms of your agreement scale on the above statements what would you say 
about customer orientation? 
 
 
                                                                                                                                                                              
B. 2.  
Please indicate with an X the degree to which you agree / disagree with each of 
the following statements.  
 (5) (4) (3) (2) (1) 
 
General Service behaviours 
Strongly 
agree 
Agree Uncertain Disagree Strongly 
disagree 
2.1 Coping is listening, trying to 
accommodate. 
     
2.2 Recovery is leaving a customer 
to ‘fend’ him/herself.  
     
2.3  Spontaneity is being attentive, 
listening, anticipating needs, 
taking time, showing empathy. 
     
2.4 Customer focus is about 
fulfilment of promise, but fails to 
follow through. 
     
 
What else would you say about general service behaviours? 
 
                                                                                                                                              
 
  
       
B.2.1 Please indicate with an X how do you keep up a one-to-one communication                  
during and after purchase of goods. 
 Face to Face 1 
 E-mail 2 
 Telephonic conversation 3 
 Video-Conferencing 4 
           Other (specify) 5 
 
B.2.2   Management Involvement 
Is the management always visible and does it give constant support to the 
service concept? 
 Seldom 1 
 Regularly 2 
 Never 3 
 
B.2.3 Please indicate the frequency with which changes are communicated. 
 
 Regularly (daily) 1 
 Seldom (weekly) 2 
 Very rarely (monthly) 3 
 Never 4 
       
 
 
  
 
B. 3.  
Please indicate the extent to which you agree / disagree with each of the 
following statements. 
 (5) (4) (3) (2) (1) 
Quality achievement and service 
excellence. 
Strongly 
agree 
Agree Uncertain Disagree Strongly 
disagree 
3.1 Customers do not always get 
what they are promised. 
     
3.2 Products and services are well 
positioned. 
     
3.3 Products and services are not 
readily available. 
     
3.4 Store location and parking 
service attracts customers. 
     
3.5 Products and services are not 
delivered on time.  
     
3.6 Customer services such as 
credit provision, delivery, gift-
wrapping and packaging, 
parking, return of goods, fitting 
rooms and trolleys contribute to 
high customer satisfaction.  
     
In terms of the above agreement scale what would you say about quality and 
service excellence? 
                                                                                                                                                          
                                                                                                                                                             
       
 
  
          
B.4. EMPLOYEE  
Please indicate a YES/NO to the following questions. 
  
Employee Involvement   
4.1 Do employees communicate and listen 
effectively to build long-term relationships 
with customers? 
 
4.2 Are they equipped with self-monitoring skills 
to assess their own performance and 
behaviour? 
 
4.3 Do they have team skills to ensure co-
operation in service delivery and appropriate 
support. 
 
4.4 Do they recognize customers as assets to 
the business that must be nurtured and 
maintained? 
 
4.5 Are they competent and represent the 
company in the eyes and ears of the 
customers? 
 
 
What else would you say about attracting, development and retention of customers? 
                                                   
                                                                                                                                                                               
                                                                                                                                                                               
 
Thank you for participating in this project. Your time and input are highly 
appreciated. 
  
 
       
